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With the fast development of the telecommunication industry from Analog 
Communication System to Digital Communication System, from second-generation 
(2G) market to third-generation (3G) market, from only one communication service 
provider to three providers, there will be a fierce competition in this industry, and 
consumers have become more and more picky. The only rule of the market is that: 
the provider who attracts consumers will gain the competition advantages. Only a 
product gets the approval of consumers can it has the everlasting charm in the 
market. As the characteristic of communication market in Xiamen is more obvious, 
the increasing user mainly comes from the rural labor market in the beginning of 
every year and campus market in September every year. After the full take-over of 
the China Unicom CDMA. China Telecom has begun a massive agitprop campaign 
for its new service - E-Surfing. E-Surfing only hold 5% share of the whole campus 
market in Xiamen at present, and has big market potentials.  The key for E-Surfing 
to get the maximum share of the teenage market is to make an efficient campus 
marketing strategy, and also to design the product and means of promotion that meet 
consumers' demand. This paper intends to start a new idea of the study on extension 
strategies of e-surfing mobile phone by studying factors affecting consumer 
behavior and the strategies about that from the point of view of consumer behavior. 
The paper analyzes factors affecting consumer selection behavior and builds a 
conceptual model of demand behavior on the base of theories of consumer behavior 
and predilection effectiveness. We makes questionnaires within four universities 
students in Xiamen based on the conceptual model. According to the survey’s result , 
the paper builds a conceptual model of campus consumer’s demand behavior, and 
gives extension suggestions for university marketing strategies of e-surfing mobile 
phone. 
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大大放缓。据统计，厦门全市人口共计 233 万，其中户籍人口 153 万，其它流
动人口 80 万，共有家庭 45 万户。①2008 年厦门移动电话用户数达 270 万户，
其中厦门移动约 200 万户，联通用户 50 万户，电信天翼+小灵通用户 100 万。
厦门市民的移动电话普及率 150.2%，大大高于全国 47.3%的平均水平，也高于
已列居全国第六位的福建省 100.56%的普及率。②平均人手 1.6 部手机或小灵
通，每个家庭拥有手机或小灵通 8 部。在如此高饱和度情况下，增量市场的蛋
糕逐步减少，业务拓展尤为艰难。但重组后三大运营商均具备了全业务经营能
力，尤其是 3G 牌照的发放，给通信市场发展也带来了新的机遇和挑战。 
厦门一年的通信市场增量主要来源于年初的外来务工市场以及 9 月份的校
园新生市场。但受宏观调控政策、金融政策调整的影响，务工增量市场相比往
年急剧萎缩。“目前厦门市 1808 家企业中，08 年产值比 07 年同期下降的企业
有 760 家。至 08 年 9 月已经停产的企业有 62 家，这些企业主要因生产成本上
升亏损、无订单或季节性因素而停产，一小部分企业则由于注销、转行和搬迁
等原因停产。”而“08 年统计厦门各大高校新生入学数大约 51700 多人”。③因
此 9月份的新生市场对各运营商来说就显得尤为重要。 





























































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
